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This research is to examine the similarities and differences between the TV 
campaign advertising strategies of Kuomintang (KMT) and Democratic Progressive 
Party (DPP) in Taiwan’s Presidential Election of 2012 with the method of content 
analysis, choosing 97 TV campaign advertisements of KMT and DPP as research 
objects. Main research results are as follows: 
(1) In terms of theme strategy, both parties put more emphasis on issues than on 
images with different focus of attention on certain issues and images. “Public 
infrastructure and social welfare” as well as “economy” are the two focus of issues the 
two parties have in common. KMT puts much higher emphasis on “Taiwan 
identification” and also takes the lead at the proportion of traditional advantage issues 
such as “diplomacy” , “education” and “cross-strait relations” . DPP pays more 
attention to “environment protection”, “child care” and social justice in general. As to 
the theme of image, KMT highlights “personality traits and believes” as well as 
“record and competence” while DPP displays “popularity” most and also emphasizes 
on the gender background of the candidate. 
(2) In terms of confrontation strategy, both parties mainly uses positive 
advertising, with similar proportion of attack being used supportively. KMT’s 
attacking ads often apply rational appeal and the combination of rational appeal and 
emotional appeal, attacking directly or by comparison, with voice mostly coming 
from ordinary people.DPP, on the other hand, relies on emotional appeal only, 
attacking directly or implicitly, using voice-over most frequently and rarely the voice 
of ordinary people. 
(3) In terms of appeal strategy, both parties use emotional appeal most frequently. 
But KMT is also adept at using rational appeal and combination of rational and 
emotional appeal, and is more reliant on numbers to enhance the authenticity and 
persuasiveness of the ads. 
 (4) In terms of performance strategy, both parties tend to use ordinary people as 
main characters, while KMT also puts experts and celebrities as well as the candidate 
himself on spot a lot. Although DPP’s ads seem to maintain “folksy” style, they 
seldom use the voice of ordinary people. Instead, KMT’s ads boast highest proportion 














the public while DPP’s ads mainly speak by anonymous voice-over or the candidate 
herself. Both parties are fond of showing the scene of the candidate interacting with 
the people and KMT’s candidate tends to look directly into the eyes of the audience. 
KMT’s ads tell story in a more steady way while DPP’s ads choose more dramatic 
narrative. Both candidates try to reduce the use of political color, especially DPP’s 
candidate who rarely reminds audience of her party background. 
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2012 年 1 月 14 日，竞争激烈的台湾地区领导人选举落下帷幕，国民党候
选人马英九以 51.6%的得票率，击败民进党候选人蔡英文、亲民党候选人宋楚
瑜、独立候选人黄越绥成功连任，领先得票率 45.63%的蔡英文近 80 万票。 
自 1996 年首次“总统”直选以来，台湾每届大选都会引起两岸极高的关注。
2012 年大选被认为是回归蓝绿基本盘和岛内政治现实的一次重要选举，选民总
























































































































告的影响（Rothschild & Ray, 1974），未决定者或晚期决定者也会受到电
视竞选广告影响（Atkin, Bowen, Nayman, & Sheinkopf, 1973）。另外，电视
竞选广告的内容与结构特征，也影响选民广告记忆。例如负面广告相对于正面
广告，更有助于回忆（Basil & Reeves, 1991; Newhagen & Reeves, 1989）。
广告配乐也有助于选民对影像画面的回忆（Thorson, Christ, & Caywood , 1991）
电视竞选广告内容策略本身的研究框架由 Kaid & Davidsoin(1986)提出，其影
像风格架构包括三个层面：语意内涵（ verbal content ），非语意内涵
（nonverbal content），制作技巧（video production techniques）。Kaid & 
































政党、政策与候选人人格是投票行为的三项主要基础（Benoit, Blaney & 
Pier,1998；Bibby, 2000；Levine, 1995）。政党属性不会轻易改变，而竞选文宣















所占比重越高。1952 至 1996 年的美国总统选举政治广告中 60%为议题广告
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